Providing a sustainable and improved water service to the increasing urban population across the developing world remains one of the biggest challenges towards meeting the water target set out in the millennium development goals. Increasingly, the application of marketing principles to water services is being promoted as an essential requirement for providing a sustainable water service. In this study, the theory of reasoned action was employed in examining the factors that underpin the behaviour of the urban poor towards paying for improved water services. The findings show that both perceived social pressure and household's attitude have similar importance in predicting and explaining households' intention to pay for improved water services.
INTRODUCTION
Empirical studies from various parts of the developing world have provided compelling evidence to suggest that urban poor households have a high demand for improved services (Komives, 2001; Slattery, 2003) . This demand is demonstrated by their willingness to pay higher fees for improved services (Whittington et al. 2002) , buying water at exorbitant prices from water vendors (Collignon & Vezina, 2000) , and the fact that poor households often cite access to improved water supply services as one of their priority need (Chambers, 1997) . This not withstanding, water utilities struggle to meet this demand exhibited by the urban poor.
Over the past couple of decades, there has been an increased global trend towards private sector participation (PSP) and marketisation of water services. Njiru & Sansom (2003) note that the application of marketing principles to water services provides a legitimate means of improving cost recovery, service management and efficiency, and attracting the needed investment to improve and expand services. They, however, remark that the successful application of marketing principles to water services requires a good understanding of the consumers. This is in view of the fact that the core proposition of marketing entails the identification, creation and maintenance of mutually satisfying exchange relations with customers (Barker, 1995) . urban poor may not always be appropriate in view of the peculiar attributes of water, and the distinguishing traits of the urban poor. They go on to argue that an understanding of the water-related behaviour of consumers is a prerequisite for the provision of a sustainable water service to the urban poor. Consequently, they propose the use of consumer behaviour studies as a tool for designing and marketing a sustainable water service to the urban poor.
In this paper, we present part of the findings of a research carried out in two cities in Ghana -Accra and Kumasi. The study examined the water-related behaviour of urban poor households and established the implication of this behaviour for the design and provision of improved water services for the urban poor. This article focuses on households' intention to pay for improved water services, and looks at the fundamental determinants of this behaviour. The next section of the paper provides a brief overview of the Theory of Reasoned Action (TRA), which was employed in this study. This is followed by a description of the methodology used for the study and a discussion of the research findings.
THE THEORY OF REASONED ACTION MODEL
The theory of reasoned action (TRA) is based on the notion that human beings usually behave in a sensible manner; in that they "make systematic use of information available to them" and are "not controlled by unconscious motives or over powering desires" (Ajzen & Fishbein 1980) . The TRA maintains that, baring any unforeseen events, people are likely to act in accordance with their intentions, and therefore posits that "behaviour intention" is a sufficient predictor of behaviour. According to the TRA, a person's intention to carry out a particular behaviour can be predicted from two behavioural components -an attitu- (Fishbein & Ajzen 1975; McCarthy et al. 2003) . The TRA can be expressed algebraically as follows: 
METHODOLOGY
Data for the study were collected from four low-income urban communities in Ghana -namely Nima, Teshie, Buokrom and Kwadaso. Both qualitative and quantitative data were collected from households using semi-structured interviews, questionnaire survey, and focus group discussions in that order. Responses obtained from the interview phase were used in designing sections of the questionnaires, while the focus group discussions were used to gain more insight into some of the key issues that came up during the interview and questionnaire survey phases. Respondent households for the questionnaire survey were selected using a systematic sampling approach. Since houses in the communities were not arranged according to any recurring pattern, there was no danger of selecting houses which shared common characteristics (Babbie 1979; Kemper et al. 2003 ) -a situation that would invalidated the survey results. Respondents for the interviews and focus group discussions were, however, selected using a purposive, rather than a probability sampling, technique. The focus here was on selecting the "right" people who were knowledgeable in the issues of interest in the study. Focusing the selection of respondents in this way was useful in enhancing the credibility of information obtained (Babbie 1979; Patton 2002; Kemper et al. 2003) . In all, 368 completed questionnaires, 25 interviews and 7 focus group discussion were analysed in this study. 
RESULTS AND DISCUSSION
Respondents identified six (6) behavioural beliefs and four (4) normative beliefs as being important factors that influence their intention to pay for an improved water service. These beliefs are shown in Table 1 
Relative importance of attitude and subjective norm
The results of the regression and correlation analyses indicate that households' attitude and subjective norm had Paying for improved water services will lead to … The following will agree/disagree with paying for an improved water service: † Reduction in TIME spent collecting water (B1) † Neighbours (N1) † Reduction in MONEY spent on water (B2) † Family (N2) † Adequate water QUANTITIES for the home (B3) † Government (N3) † Water WASTAGE (B4) † Opposition political parties (N4) † A more COMFORTABLE life (B5) † Improved personal HYGIENE (B6) functional advantages/disadvantages that they are likely to derive from paying for an improved water service, but were also equally concerned about the acceptability of this behaviour to some important groups of people. This also reflects the important role that the perceptions and opinions of other important people play in shaping the intention of urban poor households to pay or not to pay for improved water services. In effect, interventions that are most likely to be successful in changing households' intention to pay for improved water services are those that will attempt to increase both their attitude and subjective norm towards such behaviour. Hence, an effective means of providing and marketing water services to the urban poor will be by paying considerable attention to major beliefs that underpin households' attitude and perceived social pressure (subjective norm) towards paying for improved water service.
Attitudinal factors
The sum of weighted behavioural beliefs (Sb i e i ) correlated satisfactorily with households' attitude (r ¼ 0.46, p , 0.001) as postulated by the TRA. The most important factor that influenced households' attitude towards paying for improved water service was the belief related to a comfortable life. Households' yearning for a more comfortable lifestyle can be traced to the mental, economic and physical distress that residents went through each day in their bid to get water. An underlying cause of the various forms of distress cited by respondents was the intermittent and erratic nature of the water supply. The unreliable nature of water service had contributed to exorbitant water prices, inability to get adequate quantities of water, and spending considerable time in collecting water. Interestingly, the task of fetching water per se did not appear to be a major problem issue. This could be due to the fact that, for many households, the task of collecting water was seen as part of the daily morning chores. The key problems that were of concern to urban poor households revolved around the amount of time spent collecting water and the unreliable nature of the water service itself.
From the regression analyses in Table 2 , "hygiene factor" came out as an insignificant predictor of households' intention to pay for improved water services (r ¼ 2 0.003, p . 0.05). This was in spite of the fact that households attached great importance to improved hygiene, and believed strongly that paying for improved water service was likely to lead to improved hygiene conditions. While households' beliefs about the link between improved water services and improved hygiene were stable, these beliefs did not have a significant influence on their "intention to pay".
This finding suggests that placing emphasis on health and hygiene concern in marketing improved water services is unlikely to result in a significant change in households' intention to pay for improved water service. Hence, promotional campaigns need to depart from the traditional emphasis on health and hygiene and move to other issues that are likely to have a significant impact on households' intention and consequent behaviour. Providing improved water services to the urban poor should therefore address the issue of service reliability and the time factor. In situations where a 24 h service cannot be provided, the times and duration of water supply should ensure that households get optimum access to the service provided. 
Perceived social pressure
The family was the only significant predictor of households' subjective norm towards improved water services (see Table 2 ). Also, the belief that "the family" will approve payments for improved water service was a more important determinant of households' intentions than "motivation to comply". In other words, influencing households' beliefs about their family's approval for paying for improved water service is likely to have a huge impact of their intention to pay.
This provides an important channel for influencing the intentions and consequent actions of the urban poor.
Children have proved to be good agents for promoting behavioural change at the household level and could be used as agents for influencing households' demand and willingness to pay for improved services.
The not too important impact of "neighbours" on households' intention is an indication of the weak social ties typical of urban settlements. Amis (1995) and Wratten (1995) note that the relatively weak social ties in urban areas is a major factor that differentiates urban poverty from other types of poverty. It has also been observed that the weak social ties makes the urban poor more vulnerable to social and economic changes as it greatly hampers their ability to withstand or recover from unexpected circumstances.
CONCLUSION
This study has provided evidence that the theory of reasoned action (TRA) is a useful tool for probing the water-related behaviour of urban poor households. The analysis of the TRA model identified the important factors that influence the urban poor households' intention to pay for improved water service. These important factors provide useful clues for the design and marketing of water services. The study showed the important effect of households' attitude and perceived social pressure on households' intention to pay for an improved water service. This study also showed that focusing on the health benefits of improved water services was unlikely to achieve much success in marketing of improved water services to the urban poor. The major determinants of households' intention to pay for improved water services were the reliability of service and time of supply. This implies that an effective means of transforming the urban poor's "willingness-to-pay" into actual paying behaviour will be to supply water at suitable times, and ensuring a reliable service.
Importantly, improvements should be geared towards making access to water services less distressful and cumbersome.
Furthermore, promotional campaigns should aim at increasing households' perception of the acceptability of their actions to their referent groups, particularly their families.
As is common with human behaviour, the acquisition of new 
